Globalization forces companies to internationalize their operation in the global market. Exporting plays a vital role in economic development of a nation as well as for the development of the particular exporting company. Although, the benefits derived from exporting in an increasingly globalized marketplace are enormous, but for many companies, exporting is constrained by numerous challenges. The purpose of the study was to assess export marketing challenges of Ethiopian vegetable and fruit commercial growers. The study investigated 20 Ethiopian vegetable and fruit commercial growers and 8 stakeholders with questionnaires and interviews. The research utilized a mixed research design and analysis techniques specifically concurrent embedded approach. It is found out that the Ethiopian vegetable and fruit commercial growers export volume and sales lacks consistency and constrained by different challenges. Of the major challenges which were classified as internal barriers and external barriers, macro environmental barriers highly affected the growers. Local investors were highly affected by both the internal and external problems whereas foreign and joint ventures are affected in some extent with those problems. Less experienced growers were highly affected by the export problems than those who are more experienced. Management commitment problem; technological advancement problem; financial; lack of accessible transport system; low awareness of stakeholders; seasonality of Ethiopian supply; shortage of cargo; shortage of infrastructure; government bureaucracy; lack of potential markets; and shortage of inputs were identified as problems for the vegetable and fruit export. Therefore, to minimize these problems creating enabling policy environment; fair and competitive air freight cost; the growers to incorporate challenges in their export marketing strategy; the government to explore new markets, provide technical supports and long-term loans to growers; to create new competitive input suppliers; integration of stakeholders of the sector; and to recruit skilled manpower are forwarded as recommendations.
Introduction
In the vegetables and fruit export marketing, authors have identified major challenges in the global arena; like post-harvest handling, food safety, quality, certification, competition [1] [2] . The challenges and opportunities were identified as internal and external [3] [4] .
Many studies provide evidence about Ethiopian potential in the production and export of fruit and vegetable. Different authors mostly researched about the challenges and opportunities relating to the country's comparative advantages such as; wide range of altitude, suitable climate, abundant labor, vast land and water resources [5] [6] .
Even though it started earlier, Ethiopia's current vegetable and fruit export is very limited as it started earlier than that of the late comer floriculture industry.
Different authors described that its trend lacks consistency and characterized by a slight fluctuation year on year basis [7] .
There is a deficiency in identifying export marketing related impediments in most of the literatures ( Table 1 ). The marketing related impediments involved in the sector have not yet been empirically explored. Therefore, the statement of the problem of the study can be stated as what are the major export marketing related challenges.
The general objective of the study is to assess export marketing challenges of Ethiopian vegetable and fruit commercial growers.
The study will add new knowledge to the existing literature and it will be a stepping stone for academicians to carry out further studies on the issue. It will benefit existing growers and exporters to craft their marketing strategy based on the identified challenges and enhance their competitive position in the international market. It will also encourage non-exporting growers to engage themselves in the export. Moreover, it will be an input for policy makers to intensify and assess policies and regulations of the country in order to enhance the performance of the sector.
Conceptual Framework
The following conceptual framework is designed based on the literature review and the objective of the study (Figure 1 ). Most manufacturers perceive lack of government assistance, competition from firms in foreign markets, the need to modify pricing and promotion policies, high foreign tariffs in export markets, and the lack of capital to finance expansion into foreign markets as the major barriers to export. The export problems are: competition, long duration of export document process, product quality, export barrier from country destinations, low capability in high production, delay in transportation, communication barrier, government agencies that presume become barrier, lack of international market knowledge, barrier of entering international market, export administrative procedures, inefficient production cost, unofficial fee in export documents processing, incapable to supply product in time, lack of knowledge in transaction method, limitation of destination country, time limitation in cargo, and delay of shipping. iBusiness 
Literature Review

Export Marketing
Export marketing is the most popular mechanism by which firms engage with international markets, understanding the drivers of export market performance is a key to explaining firms' international competitiveness [8] . Export market development is becoming more a matter of survival rather than a matter of choice for many firms in the world [9] .
Continued globalization of the world's economies and intensifying worldwide competition has stimulated an ever-increasing number of firms to internationalize [8] .
Exporting plays a vital role in the world and has countless benefits for firms and countries. Exporting is a fundamental strategy in ensuring firm's survival or growth, and firms may achieve competitive advantage in international markets with a positive influence on current and future export performance and so, many companies recently allocate more attention and resources in order to export their products to foreign markets [10] .
Integration into global markets offers the potential for more rapid growth and poverty reduction for poorer countries [11] .
Concepts in Vegetable and Fruit
Horticulture is derived from two Latin words hortus = garden and cultura = cultivation. It is a science and art of growing fruits, vegetables, flowers, shrubs, and trees [12] .
Horticulture includes the growing of fruit (especially tree fruits), known as pomology; production of vegetable crops, called olericulture; production of flowers, termed floriculture; and ornamental horticulture, known also as landscape gardening, which includes the maintenance and design of home grounds, public gardens and parks, private estates, botanical gardens, and recreational areas such as golf courses, football fields, and baseball diamonds [12] .
Horticulture industry mainly consists of the production of fruits, vegetables and flowers. The demand for these crops is moving beyond the use for special occasions and becoming a more regular decorative and consumption goods for every income groups [13].
Characteristics of Vegetable and Fruit Marketing
Being produced both by commercial and smallholder farmers vegetable and fruit marketing is influenced by a number of factors that can be attributed to production, product, and market characteristics (Kohl and Uhl 1985, cited in Adugna 2009) identified these attributes as:
1) Perishability: as vegetable and fruit are highly perishable, they start to lose their quality right after harvest and continued throughout the process until they are consumed. For this purpose, extensive marketing channels, facilities and equipments are vital. This behavior of vegetables and fruits exposed the commodity not to be held for long periods and fresh produce from one area is often sent to distant markets without a firm buyer or price. Prices may be negotiated while the commodities are enroute, and they are frequently diverted from their original destination of a better price can be found. Sellers might have little market power in determining a price. As a result, a great deal of trust and informal agreements are involved in marketing fresh vegetables and fruits. The urgent, informal marketing processes often leads to disputes between buyers and sellers of fresh fruits and vegetables. Producers are normally price takers and are frequently exposed for cheating by any intermediary.
2) Price/Quantity Risks: Due to perishable nature and biological nature of production process there is a difficulty of scheduling the supply of fruits and vegetables to market demand. The crops are subjected to high price and quantity risks with changing consumer demands and production conditions. Unusual production or harvesting weather or a major crop disease can influence badly the marketing system. While food-marketing system demands stable price and supply, a number of marketing arrangements like contract farming provide stability.
3) Seasonality: Vegetables and fruits have seasonal production directly influencing their marketing. Normally they have limited period of harvest and more or less a year-round demand. In fact, in some cases the cultural and religious set up of the society also renders demand to be seasonal. This seasonality also worsened by lack of facilities to store.
4) Product Bulkiness:
Since water is the major components of the product, it 
Export Marketing Challenges
Leonidou (1995) defined export barriers as:
"The attitudinal, structural, operational, and other constraints that hinder the firm's ability to imitate, develop, or sustain international operations." [15] .
Export problems or barriers are defined as those constraints that hinder the ability of firm to initiate, develop or maintain export marketing activities of the firm [16] .
Different researchers categorized export marketing problems into different categories. Some of them grouped export problems in to "internal" and "external" barriers [3] [17]. Delgado (2006) identified export problems as: production related; processing/marketing related; and economic and political environment.
Clarke (2013) generated list of export impediments and grouped them into "generic", "product specific" and "market specific". Karelakis (2008) classified export problems into four groups: "internal-domestic"; "internal-foreign"; "external-domestic"; and "external-foreign" [18] .
Bezabih and Hadera (2007) identified the major constraints of marketing as lack of markets to absorb the production, low price for the products, large number of middlemen in the marketing system, lack of marketing institutions safeguarding farmers' interest and rights over their marketable produces (e.g., cooperatives), lack of coordination among producers to increase their bargaining power, poor product handling and packaging, imperfect pricing system, lack of transparency in market information system mainly in the export market [19] .
World Bank (2004) identified the major constraints in the Ethiopian high value export products as; high freight cost and insufficient cargo space, lack of railway transport system, insufficient airport facilities, existence of illegal traders, poor packaging systems, lack of skilled manpower, insufficient pre and post-harvest infrastructure facilities, access to bank loan, and lack of comprehensive market study [20] .
Severe production seasonality, seasonal price fluctuations, poor pre-and post-harvest handling, prevalence of pest and diseases, lack of storage are some of the critical problems encountered vegetable and fruit production in Ethiopia [14] . This study will focus on the classification of Tesfom and Lutz (2006) to further assess the appropriateness of the problems in the vegetable and fruit export marketing.
Internal Problems
Leonidou (2004) defined internal problems or barriers as:
"The constraints associated with organizational resources/capabilities and company approach to export business" [21] .
These problems are categorized as those which are directly related to the controllable issues within the firm itself [21] . Deficient advertising and promotion programs are also mentioned as other factors that constrain export activities [24] .
Financial problem is one of the company barriers. Many exporting companies in developing countries cannot operate for lack of adequate working capital, which endanger the entire production operation and adds cost [3] Human resource barrier is the key problem which holds back the success of the company. Export marketing activities depend on the attitudes and characteristics of the managers. Export marketing knowledge problems can be attributed to a large extent to the lack of trained and experienced human resources. A company that takes into account the requirements for international activities in its human resource management practices, particularly for its managerial and professional employees is more likely to do better in its export attempts [3] (2006), noted that the difference among industries is due to the varying nature of industries. In order to develop a proper export marketing strategy, the differences between market systems, firm sizes and presence of foreign competitors across markets should be taken into account [3] [17]. Industry structure is one of the industry barriers which consists of firm size/economies of scale; lack of new technology; unprepared to face large MNCs; unreliability in raw material supply. The size of the firm is a key determinant of the propensity to export. The larger the firm, the greater the size advantage over the smaller firms; and this will usually have a positive impact on the export activity. "Export market barriers are factors that affect the export marketing strategy related to customer barriers and procedural barriers" [3] .
External Problems
Customer barriers stem from the customer's perception of product characteristics. An important issue here is that in addition to specific quality problems, exporters from developing countries face the poor image/goodwill of their country. In addition, bad image of products in the foreign market and insufficient foreign demand; language and culture differences; and country of origin effect are the major problems faced with the customers' preferences [3] [11] [25] .
Procedural barriers are among the export market barriers. Exporting requires knowledge about export procedures. The time and paperwork required to comply with foreign and domestic market regulations is mostly lengthy. Not only government organizations but also other private organizations such as banks, shipping organizations and insurance companies, have their own procedures. Lack of information about export procedures and in particular for inexperienced managers foreign documentation and paper work may is very difficult to cope with. In addition, delay of payments; procedural complexity of paperwork; and delay in duty drawbacks are among the major procedural barriers that affect the exporting process [3] .
"Macro environment barriers are one of the external barriers. These are factors beyond the firm's control; which further classified in to direct and indirect export barriers" [3] .
Direct export barriers include tariff and non-tariff barriers; cost of transportation; inadequate diplomatic support; lack of export promotion and assistance from the government; complex government bureaucracies; infrastructure; and special customs requirements [3] Naidu et al. (1997) , cited in Tesfom and Lutz (2006), described that exporting companies suffer because of the inadequacy of government export promotion policies. This includes lack of gathering and provision of information on available export opportunities and ineffective promotion of the country's exports to abroad.
Indirect export barriers are rooted in the macro-economic policy of the country iBusiness and international trade agreements. They include: exchange and interest rate uncertainties; international trade agreements; foreign exchange rate policy [3] [25]. International trade agreements are good for the exporter but they can also discriminate against third party traders [3] .
Research Methodology
Research Design
Descriptive research design was used to analyze demographic and some points on the structured questionnaires (Annex); in addition, the export data of the growers is analyzed quantitatively. Exploratory research design has been employed to analyze the qualitative part of the findings; which include search of literature and interviews.
Population and Sampling
A survey from the already existing 20 active commercial growers in the export was targeted which are located in Hawassa, Koka, Meki, Ziway, Debrezeit, Holeta, Sululta, Sendafa and Sebeta. The list of these commercial growers is obtained from Ethiopian Horticulture Development Agency (EHDA). There are many small-scale farmers, who are engaged in the vegetable and fruit export; especially for Djibouti and Somalia market. However, since the study focuses on commercial growers who are exporting to Europe and Middle East market, the study did not take into consideration small-scale farmers. Therefore, all active export commercial vegetable and fruit growers were considered. In addition, 8 major stakeholders who are directly involved in the value chain activities were included in the study.
Data Source and Data Collection Method
Both primary and secondary data sources were used for the study. The primary data sources were all commercial growers and the selected stakeholders of the sector. These data were collected through questionnaires and interviews. Questionnaires were developed for the selected vegetable and fruit exporting companies and as well as for the major stake holders. Structured questionnaires were given to each grower's general managers, marketing managers, farm managers and/or production managers. The data was collected from May 20, 2014 to June 5, 2014.
In addition to the questionnaires, interviews were carried out especially for the stakeholders in order to identify the root challenges in the export marketing process.
EHDA is the major source of secondary data especially for the export volume and sales of exporters. In addition, articles, journals, reports, websites… were cited for the reviewing related literatures.
The questionnaire is developed to collect significant information relating to various export challenges of the Ethiopian vegetable and fruit commercial exporting In this study, personal interview was conducted. For this, experts from 8 stakeholders of the sector were interviewed. In addition, an interview was held with 4 selected growers to identify additional challenges which are not listed in the questionnaire. The interviews were recorded and regular contact has been maintained with the respondents in order to extract and clarify more details from them. The format of the interview was semi-structured where possible additional questions will be also asked relating to the question being discussed.
Therefore, a list of questions was prepared and discussed with the officials of the organizations.
Methods of Data Analysis
Both quantitative and qualitative analysis techniques were employed. The quan- The five-point Likert-scale questionnaires were analyzed by determining the cutoff value of the points. The Problems with mean score of greater than 3.5
were considered most important in the exporting activities of the firms; mean scores between 2.5 and 3.5 were considered as moderately important and problems with mean score lower than 2.5 were considered as low degree of importance. The output of the interviews held with selected growers and stakeholders has been jot down and briefly discussed in the findings part of the study.
Descriptive statistics was performed using SPSS version 20 including central tendency measurements; like mean, mode, frequency, and median has been used to analyze and interpret the data. The data has been coded and analyzed using SPSS 20. Descriptive statistics such as percentage was conducted subsequent to the validation and reliability process to ascertain the percentages of nominal variables.
Data Reliability and Validity
The reliability analysis is done using SPSS 20. Cronbach being considered. Therefore, the data is reliable and internally consistent.
For this study, content validity (face validity) has been selected to assess the validity of the data. Since the study covered all active vegetable and fruit commercial growers, it is representative of the universe. During the pilot test, there were 47 Likert-scale questions but after discussing with the selected 5 respondents, 7 of the questions were not relevant and discarded. Therefore, the content validity of the data is good.
Data Presentation and Analysis
The growers' perception of export problems depending on exporting experience.
Growers with lower than five years of experience are more affected by both the internal and external barriers than that of more experienced growers. The average score of internal barriers by less experienced growers was 3.19 (company barriers = 3.13 and product barriers = 3.26); and by more experienced growers was 2.91 (company barriers = 2.88 and product barriers = 2.95) ( Table 2 ). In both cases, macro-environmental barriers are rated higher than other categories. However, it was rated as most important barrier by less experienced growers and moderately important by more experienced barriers.
The total average of barriers is rated 3.22 by less experienced growers; which is greater than the total average of more experienced growers (3.03) ( Table 3 ).
As shown in the above table, local investors are highly affected by the listed challenges (total average of barriers = 3.53); whereas foreign investors (3.07) and joint ventures (2.60) are affected moderately. In all the three scenarios, companies are more affected by external barriers (3.20) than that of internal barriers (3.07) ( Table 4 ).
In addition to the above analyzed structured questionnaires, the export challenges raised by the stakeholders and the selected commercial growers are listed as follows.
1) Management commitment problem of growers. Some of the local investors
are not fully committed to run the business. They do not put their utmost effort to export their products.
2) Lack of technological advancement and awareness; this problem is especially witnessed on Ethiopian owned companies. Many of these growers do not provide right raw materials and inputs like fertilizers and chemicals. This is due to their lack of awareness.
3) Financial problems to run the farm operations smoothly which in turn will affect the production and quality of the products. For example, the irrigation system of some local investors is furrow irrigation which will expose the produce to soil born diseases. Moreover, there will not be equal distribution of nutrients and water to the plants. This ultimately affects the quality and production of the produces.
4) Lack of accessible land and sea transport system in the country. There is no rail and sea transport in the country. It is due to the absence of refrigerated container in the ships, even though there is a start in this regard. Many of the products being exported are leafy vegetables and some light-weighted fruits and vegetables through air transport. The air transport is expensive to withstand the competition against the nearby suppliers of European market. In addition,
shortage of cargo freighters to transport the produces to the destination market.
Many of the growers are sending their produce through passenger crafts with no cold store facilities. It will have its own impact on the quality of the product.
Moreover, there is shortage of cargo space after booking for the shipment. 
Conclusions
Increasing exports is widely regarded as important factor for the development and growth in developing countries. Exporters are contributors to the exports of the country which in turn raises the standard of living of the people of the country. Even though exporting companies play vital role for the economic development of the country, they are constrained by several export marketing problems.
Different authors classified these problems into different categorization. Therefore, using classification given by Tesfom and Lutz (2006) , all the discussed export marketing problems were classified into internal and external problems.
This study has identified export market problems encountered by Ethiopian vegetable and fruit commercial growers. The study found out that both internal and external barriers are moderately important challenges for the growers. The growers are highly affected by macro-environmental barriers which embrace infrastructure, currency fluctuation, and government offices bureaucracy. In the internal barriers, quality barriers were most important to the growers. Human resource and financial barriers were moderately important; marketing knowledge and technical adaptability were least important to the growers. It shows that many of the growers do not have a marketing knowledge and technical problems. However, local investors are highly affected by these problems.
With regard to the external barriers, export market barriers are less important barriers to most of the growers, which include customer and procedural barriers.
Most of the growers are highly affected by procedural barriers, but customer iBusiness barriers are least important barriers. Macro-environmental barriers are most important barriers for Ethiopian vegetable and fruit commercial growers. Industry barriers are moderately important barriers to the growers.
In addition, there are more problems identified through interview with stakeholders and growers. These include management commitment problem of growers; lack of technological advancement and awareness; financial problems to run the farm operations smoothly; lack of accessible land and sea transport system; low awareness on the sensitivity of the sector among stakeholders; seasonality of Ethiopian vegetable and fruit supply; shortage of cargo freighters;
shortage of infrastructure; bureaucracy of government organizations; different food safety certification need from different importers; lack of potential markets; inconsistent demand from importers; world economic and political crisis;
shortage of inputs; and lack of integration between different stakeholders of the sector.
Recommendations
Based on the findings of the study, the following recommendations are forwarded:
1) First and foremost, it is important for the commercial growers to identify their major challenges and incorporate in their export marketing strategy so that they will be ready to tackle these challenges and exploit the opportunities.
2) Most of the growers are being affected by the macro-environmental barriers which needs the direct and indirect involvement of different government organizations such as; the infrastructure, bureaucracy, customs regulations and transparency. Therefore, it is suggested that to create enabling policy environment and improve the service delivery reliability.
3) Air freight cost is the major cost to deliver the produces to the destination market. Therefore, it is suggested that to practice fair and competitive air freight cost so as to enhance the development of the sector and as well as for the economic development of the country. In addition, the Ethiopian Airline has to increase the cargo freighters to tackle the cargo space problems.
4) The government has to especially support locally owned growers in the area of market exploration and technical capacity building to enhance their involvement in the international market, since they are facing these problems.
5) The wellbeing of vegetable and fruit production is highly dependent on the quality and quantity of inputs. However, there is lack in availability of inputs and their price is expensive. Therefore, it is suggested to create new competitive input suppliers in the industry.
6) Different stakeholders of the sector including government organizations have to work hand in hand to support the growers. If there is integration between the stakeholders of the sector, the development of the sector will be enhanced.
7) It is suggested to recruit skilled and knowledgeable manpower in the production and marketing process.
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